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Outlook	  on	  the	  A,rac0on	  Industry:	  
Guest	  Experience	  Management	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Presenta0on	  Overview	  
1.  Scien0fic	  evidence	  on	  the	  value	  of	  consumer	  
experiences	  as	  opposed	  to	  material	  possessions.	  
2.  What	  types	  of	  experiences	  can	  we	  offer	  to	  our	  
guests	  in	  the	  a,rac0on	  industry?	  
3.  Crea0ng	  the	  right	  guest	  experience	  through	  a	  
customer	  experience	  management	  process.	  
	  
2	  
3 
Source:	  h,p://media.sacbee.com/sta0c/weblogs/photos/images/july09/bulls_sm/bulls06.jpg	  
Consumers	  want	  experiences,	  not	  things	  
Consumers	  are	  going	  to	  spend	  more	  money	  
on	  experiences	  
• Mintel's	  2015	  American	  Lifestyles	  Report	  projects	  
22%	  total	  sales	  increase	  in	  the	  next	  five	  years.	  
• Nonessen0al	  categories,	  including	  vaca0ons	  and	  
dining	  out,	  are	  expected	  to	  see	  the	  greatest	  gains	  
with	  increases	  of	  about	  27%	  each.	  	  	  
Mintel	  (2015).	  America	  is	  back	  to	  pre-­‐recession	  spending	  habits	  of	  ‘save	  less	  and	  spend	  more’	  	  News	  Release	  6/15/2015.	  	  Retrieved	  on	  10/11/2015	  From:	  HIp://
Www.Mintel.Com/About-­‐mintel	  
4	  
5	  Source:	  Carter,	  T.	  J.,	  &	  Gilovich,	  T.	  (2010).	  The	  rela0ve	  rela0vity	  of	  material	  and	  experien0al	  purchases.	  Journal	  of	  Personality	  and	  Social	  Psychology,	  98,	  146–159.	  and	  
h,p://memories.disneyparks.disney.go.com/(retrieved	  on	  1/30/2013)	  
1.	  Research	  confirmed	  that	  experiences	  are	  more	  likely	  to	  
make	  us	  happier	  than	  material	  possessions,	  such	  as	  clothes	  
and	  electronic	  gadgets	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October	  2014	  
The	  intrinsic	  value	  of	  experience:	  
	  “What	  do	  you	  think	  will	  make	  you	  happier	  in	  the	  long	  run?”	  
Moore,	  Peter	  (2014).	  We	  prefer	  to	  buy	  things,	  but	  experiences	  make	  us	  happier.	  	  Yougov.	  Posted	  on	  10/21/2014	  on:	  h,ps://today.yougov.com/news/2014/10/21/
prefer-­‐to-­‐buy-­‐things/	  
	  
	  
Source:	  Carter,	  T.	  J.,	  &	  Gilovich,	  T.	  (2012).	  I	  am	  what	  I	  do,	  not	  what	  I	  have:	  the	  differen0al	  centrality	  of	  experien0al	  and	  material	  purchases	  to	  the	  self.	  Journal	  
Of	  Personality	  And	  Social	  Psychology,	  (6),	  1304	  and	  h,p://i.dailymail.co.uk/i/pix/2014/05/05/ar0cle-­‐2620738-­‐1D96D56100000578-­‐878_634x464.jpg	  
2.	  Consumers	  tend	  to	  think	  of	  their	  experien0al	  purchases	  
as	  more	  connected	  to	  their	  self,	  compared	  with	  their	  
material	  purchases	  
7	  
3.	  Consumers	  want	  shareable	  experiences:	  
Research	  confirmed	  that	  shared	  experiences	  are	  reported	  
by	  consumers	  to	  more	  enjoyable	  than	  solitary	  experiences	  
Source:	  Caprariello,	  P.	  A.,	  &	  Reis,	  H.	  T.	  (2013).	  To	  do,	  to	  have,	  or	  to	  share?	  Valuing	  experiences	  over	  material	  possessions	  depends	  on	  the	  involvement	  of	  
others.	  Journal	  Of	  Personality	  And	  Social	  Psychology,	  104(2),	  199-­‐21,	  	  Frank	  Rose	  (2013).	  Behind	  the	  immersiveness	  trend:	  Why	  now?.	  	  Posted	  on	  December	  17,	  
2013.	  Retrieved	  from:	  h,p://www.deepmediaonline.com/deepmedia/2013/12/behind-­‐the-­‐immersiveness-­‐trend-­‐why-­‐now.html,	  h,p://
d13uygpm1enfng.cloudfront.net/ar0cle-­‐imgs/en/2014/06/14/AJ201406140033/AJ201406140034M.jpg	  
	  
8	  
4.	  Consumers	  want	  immersive	  experiences:	  
	  Entertainment,	  stories,	  and	  brand	  experiences	  will	  
become	  more	  immersive	  to	  capture	  consumers’	  
imagina0on	  and	  a,en0on.	  	  
Source:	  	  J.	  Walter	  Thompson	  Intelligence	  Consumer	  insights,	  	  10	  trends	  that	  will	  shape	  our	  world	  in	  2014	  and	  beyond.	  	  Retrieved	  on	  10/15/2015	  from:	  	  
h,p://www.Jwt.Com/blog/consumer_insights/10-­‐trends-­‐that-­‐will-­‐shape-­‐our-­‐world-­‐in-­‐2014-­‐and-­‐beyond/#sthash.Jehnpwcp.Dpuf	  and	  h,p://www.huffingtonpost.com/se0-­‐
ins0tute/se0-­‐ins0tute-­‐engages-­‐th_b_926034.html	  
9	  
SETI	  InsVtute,	  California	  engages	  the	  public	  and	  celebrates	  science	  
What	  types	  of	  experiences	  can	  we	  offer	  our	  
guests	  in	  the	  a,rac0on	  industry?	  
• Experience	  may	  be	  divided	  into	  different	  
types,	  each	  with	  its	  own	  inherent	  structures	  
and	  processes.	  	  
• Managers	  view	  experiences	  as	  Strategic	  
Experien0al	  Modules	  (SEMs)	  that	  have	  
become	  a	  framework	  for	  experience	  design	  
and	  marke0ng.	  	  
10	  
Adopted	  from:	  	  Schmi,.	  B.H.	  (1999).	  ExperienHal	  MarkeHng.	  New	  York:	  	  The	  free	  press.	  
Source:	  h,p://c4.ac-­‐images.myspacecdn.com/images01/93/l_1fcbab078ee63918ed3043fae95ea373.jpg	  
11	  
Sense	  
Sensory	  experiences	  through	  sight,	  sound,	  touch,	  taste,	  and	  smell	  
	  
Source:	  Retrieved	  	  on	  10/15/2015	  from:	  h,p://www.disneyfoodblog.com/wp-­‐content/uploads/2015/01/Cocktails-­‐by-­‐Cody-­‐Simba.jpg	  and	  h,p://
www.disneyfoodblog.com/wp-­‐content/uploads/2015/01/Cocktails-­‐by-­‐Cody-­‐Peter-­‐Pan.jpg	  
	  
12	  
Visitors	  look	  at	  pain0ngs	  by	  Diego	  Velázquez	  	  
at	  the	  Prado	  Museum,	  Madrid	  
Source:	  	  Retrieved	  on	  10/15/2015	  from:	  h,p://media.web.britannica.com/eb-­‐media/13/75713-­‐004-­‐1173D2BD.jpg	  
13	  
Source:	  	  Retrieved	  on	  10/15/2015	  from:	  h,p://sta0c.thousandwonders.net/Keukenhof.original.6040.jpg	  
14	  
15	  
Source:	  Retrieved	  on	  4/17/2013	  from:	  h,p://baynews9.com/content/dam/news/images/2012/05/lego-­‐kids-­‐waterpark.JPG	  
To	  a,ract	  people	  up	  into	  the	  mountains,	  the	  car-­‐free	  
town	  Braunwald	  (Switzerland)	  installed	  interac0ve	  
billboards	  in	  various	  Swiss	  ci0es	  
Source:	  Retrieved	  on	  4/5/2013	  from:	  h,p://blog.guerrillacomm.com/2010_01_01_archive.htm	  and	  h,p://blog.guerrillacomm.com/2010_01_01_archive.html	  l	  
	  
Source:	  	  h,p://cdn2-­‐b.examiner.com/sites/default/files/styles/image_full_width/hash/60/5f/Disney%20Memories%20Begin%20I.jpg	  
Feel	  	  	  
Appeal	  to	  customers’	  inner	  feelings	  and	  emo0ons	  with	  
the	  objec0ve	  of	  crea0ng	  experiences	  that	  range	  from	  
posi0ve	  moods	  to	  strong	  emo0ons	  
	  
	  
17	  
	  
Feelings	  are	  most	  powerful	  during	  consump0on	  
Enchanted Tales with Belle 
 
Source:	  Retrieved	  on	  10/15/2015	  from:	  h,p://www.fieldtripswithsue.com/blog/wp-­‐content/uploads/2012/12/Enchanted-­‐Tales-­‐with-­‐Belle1.jpg	  
18	  
Source:	  Retrieved	  on	  10/15/2015	  from:	  h,p://ww1.prweb.com/prfiles/2011/08/25/8748600/MLK_Honoring.JPG	  
Feel	  experiences	  may	  be	  created	  by	  using	  storytelling	  to	  
immerse	  and	  engage	  consumers,	  s0mulate	  their	  
imagina0on,	  and	  draw	  them	  from	  the	  ordinary	  into	  another	  
place	  and	  0me	  (escapism).	  	  
19	  
20	  Source:	  	  Retrieved	  on	  10/25/2015	  from:	  h,p://www.whatpossessedme.com/.a/6a0111688f7c55970c01116907a878970c-­‐500wi	  and	  h,ps://c4.sta0cflickr.com/
4/3164/3444198159_a1c569b6bf.jpg	  
21	  
Think	  
Appeal	  to	  the	  intellect	  with	  the	  objec0ve	  of	  crea0ng	  
cogni0ve,	  problem	  solving	  experiences	  that	  engage	  
customers	  crea0vely	  
Source:	  	  Retrieved	  on	  10/16/2015	  from:	  h,p://www.celebra0onspress.com/blog/disney-­‐news/changes-­‐way-­‐soarin-­‐toy-­‐story-­‐mania/	  
Source:	  	  Retrieved	  on	  4/4/2015	  from:	  h,p://www.wdwradio.com/wp-­‐content/uploads/2015/01/sum-­‐of-­‐all-­‐thrills-­‐disney.jpg	  
22	  
The	  ride	  lets	  guests	  use	  a	  computer	  program	  to	  specify	  the	  
drops,	  curves,	  and	  loops	  of	  a	  coaster	  track	  before	  boarding	  a	  
robo0c	  arm	  to	  experience	  their	  crea0on	  
Think	  experiences	  have…	  
23	  Source:	  Retrieved	  on	  10/15/2015	  from:	  h,ps://images.trvl-­‐media.com/media/content/shared/images/travelguides/des0na0on/178254/Childrens-­‐Museum-­‐Of-­‐
Denver-­‐34552.jpg	  
A	  sense	  of	  surprise	  
A	  dose	  of	  intrigue	  
A	  smack	  of	  provoca0on	  
Act	  
Aims	  to	  affect	  bodily	  experiences,	  lifestyles,	  and	  interac0ons	  
with	  other	  people	  
24	  
Source: Retrieved on 10/8/2013 from: http://www.wdwplanner.com/Images/Bibbidi/bibbidi.jpg 
Source:	  	  Retrieved	  on	  4/4/2015	  from:	  h,p://media-­‐cdn.tripadvisor.com/media/photo-­‐s/01/32/e6/37/maya-­‐getng-­‐the-­‐disney.jpg	  
25	  
San	  Francisco	  Golden	  Gate	  Park	  Segway	  Tour	  
Source:	  	  Retrieved	  on	  10/15/2015	  from:	  h,p://electrictourcompany.com/sites/default/files/segway-­‐media-­‐images/Segway-­‐Golden-­‐Gate-­‐Park-­‐in-­‐front-­‐of-­‐
conservatory-­‐72dpi.jpg	  
26	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Relate	  
Expands	  beyond	  the	  individual’s	  personal,	  private	  life,	  
rela0ng	  the	  individual’s	  ideal	  self,	  other	  people,	  or	  cultures	  
Source:	  	  Retrieved	  on	  10/15/2015	  from:	  	  h,p://www.themeparkinsider.com/art/news/circle-­‐of-­‐life.jpg	  and	  from	  h,p://i0.wp.com/www.kennythepirate.com/wp-­‐content/
uploads/2012/05/jiminy-­‐2010.jpg	  
Source:	  Retrieved	  on	  10/25/2015	  from:	  h,ps://upload.wikimedia.org/wikipedia/commons/3/3c/Madurodam,_The_Netherlands_(8131855292).jpg	  
A	  DJ	  set,	  where	  kids	  get	  to	  be	  the	  DJ,	  mixing	  and	  
scratching	  beats	  and	  tunes.	  	  
Source:	  Retrieved	  on	  10/25/2015	  from:	  h,p://www.0nker.nl/en/work/dj-­‐set-­‐panoramic-­‐flight-­‐experience	  
The	  Court	  of	  Holland	  (1572)	  
A	  mul0-­‐sensory	  immersive	  experience	  with	  special	  effects.	  	  Visitors	  are	  
transported	  back	  in	  0me	  to	  that	  turning	  point	  in	  Netherlands’	  history	  
Source:	  Retrieved	  on	  10/25/2015	  from:	  h,p://www.blooloop.com/userfiles/ar0cle/.hero/55c2294c4d492-­‐hof-­‐van-­‐nederland-­‐silhouet-­‐in-­‐madurodam-­‐fotograaf-­‐marco-­‐
bontenbal.jpg	  
Since its reopening in April 2012, the park had 739,694 visitors,  
a 36% increase over 2011	  
How	  to	  set	  up	  your	  organiza0on	  for	  crea0ng	  and	  
delivering	  the	  right	  experience?	  
Lesson	  from	  Disney’s	  Guest	  Experience	  Management	  
Adopted	  from:	  	  Schmi,.	  B.H.	  (2003).	  Customer	  Experience	  management.	  New	  York:	  Wiley	  &	  Sons	  and	  h,ps://www.swee,oothrewards.com/wp-­‐content/uploads/
topimage_icecream_potato.jpg	  
31	  
Five	  steps	  of	  Customer	  Experience	  Management	  
32	  
1.	  Analyze	  the	  
experienVal	  world	  
of	  the	  customer	  	  
2.	  Build	  an	  
experienVal	  
pla[orm	  
3.	  Design	  the	  
brand	  experience	  
4.	  Structure	  the	  
customer	  
interface	  
5.	  Engage	  in	  
conVnuous	  
innovaVon	  
Adopted	  from:	  	  Schmi,.	  B.H.	  (2003).	  Customer	  Experience	  management.	  New	  York:	  Wiley	  &	  Sons	  and	  h,ps://www.swee,oothrewards.com/wp-­‐content/uploads/
topimage_icecream_potato.jpg	  
33 
Source:	  h,p://photos.signonsandiego.com/albums/disneyanniversary/disney9_001.jpg	  
1.	  Analyze	  the	  experienVal	  world	  of	  the	  consumer	  
Source:	  	  h,ps://s-­‐media-­‐cache-­‐ak0.pinimg.com/236x/d0/d7/dd/d0d7dda40baa9200f1268965d6b5d3a6.jpg	  and	  h,p://yourfirstvisit.net/wp-­‐content/uploads/2014/08/
Disney-­‐World-­‐2015-­‐Week-­‐Rankings-­‐from-­‐yourfirstvisit.net-­‐960x1280.jpg	  
34	  
Source:	  	  Retrieved	  on	  4/4/2015	  from:	  h,p://cdn.wdwmagic.com/imgstore/ElementGalleryItems/a,rac0ons/Fullsize/Haunted-­‐Mansion_Full_19420.jpg	  
35	  
2.	  Build	  an	  experienVal	  pla[orm	  
36	  
The	  Experien0al	  plauorm	  represents	  the	  desired	  experience	  	  
	  or	  “Experien0al	  Value	  Promise”	  (EVP)	  
Source:	  h,p://2.bp.blogspot.com/-­‐3Lm8SBpG0ko/U3qbxgBpudI/AAAAAAAALcw/CpKZx1lntaU/s1600/Disney+World+FastPass+0029.jpg	  
Source:	  	  Retrieved	  on	  3/5/2015	  from:	  h,p://i.y0mg.com/vi/FTH10FQ0-­‐EE/hqdefault.jpg	  
37	  
3.	  Design	  the	  brand	  experience	  
Source:	  	  Retrieved	  on	  3/5/2015	  from:	  h,p://parksandresorts.wdpromedia.com/media/disneyparks/blog/wp-­‐content/uploads/2013/01/gol102948LARGE.jpg	  
38	  
The	  brand	  experience	  should	  include	  experien0al	  
features	  and	  product	  aesthe0cs	  	  
Source:	  	  Retrieved	  on	  3/5/2015	  from:	  h,p://4.bp.blogspot.com/-­‐yTwHrGlZhS4/UtkwrNVKwKI/AAAAAAAAATQ/DeDbNqK2UPM/s1600/IMG_4721.JPG	  
An	  appealing	  “look	  and	  feel”	  in	  logos,	  signage,	  packaging,	  etc.	  
39	  
Source:	  	  Retrieved	  on	  10/5/2015	  from:	  h,p://cdn.wdwmagic.com/imgstore/ElementGalleryItems/resorts/Fullsize/Walt-­‐Disney-­‐World-­‐Resorts-­‐informa0on_Full_17746.jpeg	  
and	  h,p://www.mouseplanet.info/gallery/d/146887-­‐1/MDE_home_waitme.jpg	  and	  h,p://cdn2-­‐b.examiner.com/sites/default/files/styles/image_content_width/hash/47/
a6/47a644f4b8e85204f04c2a2e103c6a29.png?itok=PfvcyUA1	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4.	  Structure	  the	  customer	  interface	  
41	  Source:	  	  Retrieved	  on	  10/5/2015	  from:	  h,ps://cache.undercovertourist.com/blog/2014/04/magicbands.jpg	  and	  h,p://yourfirstvisit.net/wp-­‐content/uploads/2014/01/
FastPass+-­‐From-­‐Park-­‐Ticket-­‐MK-­‐1-­‐24.jpg	  
Dynamic,	  mul0	  sensory,	  mul0dimensional	  portrayal	  of	  
the	  desired	  experience	  
Source:	  	  Retrieved	  on	  3/5/2015	  from:	  h,p://parksandresorts.wdpromedia.com/media/disneyparks/blog/wp-­‐content/uploads/2014/04/Images_WDW_MagicBands-­‐at-­‐
Magic-­‐Kingdom.jpg	  and	  h,p://disneyparks.disney.go.com/blog/category/mymagic/my-­‐disney-­‐experience/	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5.	  Engage	  in	  conVnuous	  innovaVon	  
Source:	  	  Retrieved	  on	  3/5/2015	  from:	  h,p://disneyparks.disney.go.com/blog/category/mymagic/my-­‐disney-­‐experience/	  and	  h,p://cdn.wdwmagic.com/imgstore/
ElementGalleryItems/other/Fullsize/MyMagicPlus_Full_18905.jpg	  and	  	  h,p://rootweddings.com/blog/tag/expedi0on-­‐everest/	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Innova0ons	  demonstrate	  to	  customers	  that	  the	  company	  
is	  a	  dynamic	  enterprise	  that	  can	  create	  new	  and	  relevant	  
experiences	  
Five	  steps	  of	  Customer	  Experience	  Management	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1.	  Analyze	  the	  
experienVal	  world	  
of	  the	  customer	  	  
2.	  Build	  an	  
experienVal	  
pla[orm	  
3.	  Design	  the	  
brand	  experience	  
4.	  Structure	  the	  
customer	  
interface	  
5.	  Engage	  in	  
conVnuous	  
innovaVon	  
Adopted	  from:	  	  Schmi,.	  B.H.	  (2003).	  Customer	  Experience	  management.	  New	  York:	  Wiley	  &	  Sons	  and	  h,ps://www.swee,oothrewards.com/wp-­‐content/uploads/
topimage_icecream_potato.jpg	  
Five	  Keys	  Takeaways	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•  Consumers	  want	  experiences,	  not	  things.	  
•  Experiences	  are	  more	  likely	  to	  make	  us	  happier	  than	  
material	  possessions.	  
•  Experience	  may	  be	  divided	  into	  different	  types,	  each	  
with	  its	  own	  inherent	  structures	  and	  processes	  
•  A,rac0ons	  should	  look	  at	  crea0ng	  experiences	  for	  their	  
customers	  to	  stay	  compe00ve	  
•  The	  Customer	  Experience	  Management	  process	  
includes	  five	  steps.	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Thank	  you!	  
Thank	  you!	  
•  Ady.Milman@ucf.edu	  
•  407-­‐903-­‐8040	  
•  9907	  Universal	  Boulevard	  
	  	  	  	  Orlando,	  Florida	  32819	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